




Yhani Mardani, 2020  
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA 
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu 
 
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI 
PENERBANGAN DI INDONESIA 
 
 






Untuk Memperoleh Gelar Doktor  





Disusun oleh : 
 
YHANI MARDANI 




PROGRAM STUDI MANAJEMEN BISNIS 
SEKOLAH PASCASARJANA 





Yhani Mardani, 2020   
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA 





Yhani Mardani, 2020  
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA 






Yhani Mardani, 2020  
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI  i 
PENERBANGAN DI INDONESIA 
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu 
ABSTRACT 
 
Yhani Mardani, NIM: 1708155 MODEL OF AIRLINE CUSTOMER LOYALTY 
BEHAVIOR IN INDONESIA 
 
Promotor: Prof. Dr. Hj. Ratih Hurriyati, M.P., Prof. Dr. H. Disman, MS., Dr. 
Vanessa Gaffar, SE. Ak. MBA 
 
The aviation service industry in Indonesia has the lowest level of loyalty compared to 
other industries. The condition allegedly related to customer experience, price 
attractiveness, customer relationship management, and airline reputation. This study 
aims to determine, analyze, and examine the airline reputation, customer relationship 
management, price attractiveness, customer experience, and customer loyal behavior of 
national airlines in Indonesia; and the influence of airline reputation, customer 
relationship management, and price attractiveness on customer experience and customer 
loyal behavior. This research uses a quantitative approach. The analysis unit is a 
national airline company that has issued a passenger membership (Frequent Flyer) 
consisting of 3 airlines namely Lion Air (Lion Air Passport), Citylink (Supergreen Card), 
AirAsia (Big Loyalty Card). The observation unit is a passenger who has more than one 
airline membership card. Time horizon is cross sectional. Primary data is taken by 
questionnaire to 300 respondents by using purposive sampling. Verification analysis uses 
the SEM model. The findings show that the airline's reputation is not yet high, the 
customer relationship management is not yet attractive, the price attractiveness is 
perceived attractive, the customer experience is perceived well, and customer loyalty 
behavior is not yet high. Price attractiveness have a greater influence on customer 
experience than the airline's reputation and customer relationship management. Airline 
reputation does not have a positive influence, while customer relationship management 
and price attractiveness have a positive influence on airline customers' loyal behavior. 
Customer experience has a positive influence on the loyal behavior of LCC airline 
customers in Indonesia.  
Keywords: airline reputation, customer relationship management, price attractiveness, 
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ABSTRAK 
 
Yhani Mardani, NIM: 1708155 MODEL PERILAKU LOYAL PELANGGAN 
MASKAPAI PENERBANGAN DI INDONESIA 
Promotor: Prof. Dr. Hj. Ratih Hurriyati, M.P., Prof. Dr. H. Disman, MS., Dr. 
Vanessa Gaffar, SE. Ak. MBA 
 
Industri jasa penerbangan di Indonesia memiliki tingkat loyalitas yang paling rendah 
dibandingkan dengan industri lainnya. Kondisi tersebut diduga berkaitan dengan 
permasalahan yang berkaitan dengan customer experience, price attractiveness, 
manajemen hubungan pelanggan, dan reputasi maskapai. Penelitian ini bertujuan untuk 
mengetahui, menganalisis, serta mengkaji tentang reputasi maskapai, manajemen 
hubungan pelanggan, price attractiveness, customer experience, dan perilaku loyal 
pelanggan maskapai penerbangan nasional di Indonesia; dan pengaruh reputasi maskapai, 
manajemen hubungan pelanggan, dan price attractiveness terhadap customer experience 
dan terhadap perilaku loyal pelanggan. Penelitian ini menggunakan pendekatan 
kuantitatif. Unit analisis adalah perusahaan maskapai penerbangan nasional yang telah 
mengeluarkan program manajemen hubungan pelanggan (Frequent Flyer) yang terdiri 
dari 3 maskapai penerbangan yaitu Lion Air (Lion Air Pasport), Citylink (Supergreen 
Card), Air Asia (Big Loyalty Card). Unit observasi adalah penumpang yang memiliki 
kartu keanggotaan maskapai lebih dari satu. Time horizon dalam penelitian ini adalah 
cross sectional. Pengumpulan data primer dilakukan dengan kuesioner kepada 300 
responden dengan teknik purposive sampling. Analisis verifikatif dilakukan dengan 
menggunakan model Structural Equation Modeling (SEM). Temuan memperlihatkan 
bahwa reputasi maskapai belum tinggi, manajemen hubungan pelanggan belum menarik, 
price attractiveness dipersepsi menarik, customer experience dipersepsi baik, dan 
perilaku loyal pelanggan belum tergolong tinggi. Price attractiveness berpengaruh lebih 
besar terhadap customer experience dibandingkan reputasi maskapai dan manajemen 
hubungan pelanggan. Reputasi maskapai tidak memberikan pengaruh positif, sementara 
manajemen hubungan pelanggan dan price attractiveness memiliki pengaruh positif 
terhadap perilaku loyal pelanggan maskapai. Customer experience memiliki pengaruh 
positif terhadap perilaku loyal pelanggan maskapai penerbangan LCC di Indonesia. 
 
Kata kunci: reputasi maskapai, manajemen hubungan pelanggan, price 












Yhani Mardani, 2020    
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI  iii 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
KATA PENGANTAR 
 
 Puji syukur dipanjatkan ke Hadirat Allah SWT, karena atas izin, rahmat 
dan perkenan-Nya, penulis dapat menyelesaikan penelitian disertasi dengan judul 
“Model Perilaku Loyal Pelanggan Maskapai Penerbangan di Indonesia” 
sebagai salah satu syarat menyelesaikan studi untuk memperoleh gelar Doktor 
dalam Bidang Ilmu Manajemen Sekolah Pascasarjana Universitas Pendidikan 
Indonesia. 
 Penulis menyadari sepenuhnya bahwa penulisan disertasi ini dapat 
terselesaikan berkat bimbingan, dorongan, dan bantuan dari berbagai pihak. Oleh 
karena itu, dengan segala kerendahan hati penulis menghaturkan penghargaan dan 
ucapan terima kasih setinggi-tingginya kepada yang penulis hormati: 
1. Prof. Dr. Hj. Ratih Hurriyati, M.P., selaku Promotor dan merangkap Kaprodi 
Manajemen Sekolah Pasca Sarjana Universitas Pendidikan Indonesia, atas 
seluruh bimbingan, dorongan, dan wawasan keilmuan, yang telah 
memberikan motivasi yang berharga bagi penulis untuk menyelesaikan 
program S3.  
2. Prof. Dr. H. Disman, MS, selaku Ko-Promotor, atas segenap perhatian dan 
kesediaan waktu untuk membimbing penulis dalam proses penulisan disertasi 
ini hingga selesai. 
3. Dr. Vanessa Gaffar, SE. Ak. MBA, selaku Ko-Promotor, atas seluruh 
perhatian dan kesediaan waktu untuk membimbing penulis dalam proses 
penulisan disertasi ini hingga selesai. 
4. Prof. Dr. Hj. Diana Harding, M.Si. dan Dr. Heny Hendrayati, S.Ip., MM, atas 
kesediaan menjadi penguji. Penulis sangat mengapresiasi atas saran-saran 
yang sangat inspiratif dalam menyempurnakan disertasi ini. 
5. Prof. Dr. M. Solehuddin, M.Pd., M.A., Rektor Universitas Pendidikan 
Indonesia periode 2020-2025, atas kesempatan kepada penulis untuk 
menempuh pendidikan pada program Studi Manajemen Sekolah Pascasarjana 




Yhani Mardani, 2020    
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI  iv 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
6. Prof. Dr. H. Syihabuddin, M.Pd., Direktur Pascasarjana  Universitas 
Pendidikan Indonesia masa bakti 2019-2023, atas kesempatan kepada penulis 
untuk menempuh pendidikan pada program Studi Manajemen Sekolah 
Pascasarjana Universitas Pendidikan Indonesia.  
7. Dekan dan Ketua Program Studi Ilmu Manajemen, para guru besar dan 
Bapak/ Ibu Dosen Program Doktor Manajemen atas seluruh wawasan 
keilmuan dan pengetahuan bagi penulis selama menempuh pendidikan.  
8. Kepada istri dan anak-anakku yang telah memberikan support tak berbatas 
kepada penulis.  
9. Seluruh pelaku industri jasa penerbangan LCC di Indonesia dan para 
penumpang yang telah berkenan menjadi responden dan memberikan data 
dan informasi yang bermanfaat dalam penulisan disertasi ini. 
Penulis berharap agar hasil penelitian ini bermanfaat bagi keilmuan serta 
kalangan praktisi industri jasa penerbangan LCC di Indonesia. 
 
      Bandung,  Agustus 2020 
                




Yhani Mardani, 2020     
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI v 
PENERBANGAN DI INDONESIA  





KATA PENGANTAR iii 
DAFTAR ISI  v 
DAFTAR TABEL  ix 
DAFTAR GAMBAR  xii 
DAFTAR LAMPIRAN xv 
BAB I PENDAHULUAN 1 
1.1 Latar Belakang Penelitian  1 
1.2 Rumusan Masalah Penelitian 17 
1.3 Tujuan Penelitian  17 
1.4 Manfaat/Signifikansi Penelitian  
1.5 Struktur Disertasi 
18 
19 
BAB II KAJIAN TEORITIS, KERANGKA PEMIKIRAN DAN 
HIPOTESIS PENELITIAN 
20 
2.1 Kajian Teoritis  20 
2.1.1 Konsep Transportasi dan Industri Jasa Penerbangan 22 
2.1.2 Reputasi Maskapai 
2.1.2.1 Definisi Reputasi Maskapai 




2.1.3 Manajemen Hubungan Pelanggan 
2.1.3.1 Definisi Manajemen Hubungan Pelanggan 




2.1.4 Price Attractiveness  
2.1.4.1 Definisi Price Attractiveness  




2.1.5 Customer Experience 






Yhani Mardani, 2020     
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI vi 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
2.1.5.2 Dimensi Customer Experience 43 
2.1.6 Perilaku Loyal Pelanggan 
2.1.6.1 Definisi Perilaku Loyal Pelanggan 




2.2 Posisi Penelitian 
2.2.1 Hubungan antara Reputasi Maskapai dengan Customer 
Experience 
2.2.2 Hubungan antara Reputasi Maskapai dengan Perilaku Loyal   
Pelanggan 
2.2.3 Hubungan antara Manajemen Hubungan Pelanggan dengan 
Customer Experience 
2.2.4 Hubungan antara Manajemen Hubungan Pelanggan dengan 
Perilaku Loyal Pelanggan 
2.2.5 Hubungan antara Price Attractiveness dengan Customer 
Experience 
2.2.6 Hubungan antara Price Attractiveness dengan Perilaku Loyal 
Pelanggan 
2.2.7 Hubungan antara Customer Experience dengan Perilaku Loyal 
Pelanggan 

















2.4 Hipotesis  Penelitian  77 
BAB III METODE PENELITIAN 79 
3.1 Metode yang Digunakan  79 
3.2 Objek Penelitian  
3.3 Operasionalisasi Variabel 
80 
81 
3.4 Populasi, Sampel, dan Teknik Sampling 
3.5 Teknik Pengumpulan Data  
84 
87 
3.6 Rancangan Analisis dan Uji Hipotesis 
3.6.1 Rancangan Analisis 







Yhani Mardani, 2020     
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI vii 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
BAB IV TEMUAN DAN PEMBAHASAN 104 







4.2 Profil Responden 
111 
112 
4.2.1 Profil Karakteristik Responden 
4.2.1.1 Profil Responden Berdasarkan Usia 
4.2.1.2 Profil Responden Berdasarkan Tingkat Pendidikan 
4.2.1.3 Profil Responden Berdasarkan Profesi 
4.2.1.4 Profil Responden Berdasarkan Tujuan Traveling 
4.2.2 Persepsi Penumpang terhadap Reputasi Maskapai, Program 
Manajemen Hubungan Pelanggan, Price Attractiveness Penerbangan, 
Customer Experience dan Perilaku Loyal Pelanggan 
4.2.2.1 Reputasi Maskapai 
4.2.2.2 Manajemen Hubungan Pelanggan 
4.2.2.3 Price Attractiveness  
4.2.2.4 Customer Experience 
4.2.2.5 Perilaku Loyal Pelanggan 
4.3 Pengujian Model 
4.3.1 Uji Kesesuaian Model (Goodness of Fit) 
4.3.1.1 Model Pengukuran 
4.3.1.2 Model Struktural 
4.3.2 Pengaruh Reputasi Maskapai, Manajemen Hubungan  
Pelanggan dan Price Attractiveness terhadap Customer Experience pada  
Industri Penerbangan di Indonesia 
4.3.3 Pengaruh Reputasi Maskapai, Program Manajemen Hubungan  
Pelanggan dan Price Attractiveness Penerbangan terhadap Perilaku 
Loyal Pelanggan pada Industri Penerbangan di Indonesia 
4.3.4 Pengaruh Customer Experience terhadap Perilaku Loyal 




























Yhani Mardani, 2020     
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI viii 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
4.4 Pembahasan Novelty Penelitian dan Implikasi 
4.4.1 Implikasi Teoritis 
4.4.2 Implikasi Praktis 
4.4.2.1 Implikasi Praktis Berbasis Novelty 
4.4.2.2 Implikasi Praktis Pelengkap 






BAB V SIMPULAN, IMPLIKASI, DAN REKOMENDASI 170 
5.1 Simpulan  170 
5.1.1 Simpulan Umum 170 
5.1.2 Simpulan Khusus 170 
5.2 Implikasi 
5.3 Rekomendasi 
5.3 Rekomendasi Akademis 





DAFTAR PUSTAKA         177 
KUESIONER                     185 
OUTPUT LISREL AIRLINE     192 
KOMPILASI HASIL REVIU DISERTASI 228 














Yhani Mardani, 2020      
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI ix 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
DAFTAR TABEL 
Tabel 1.1 Tingkat On Time Performance Maskapai Tahun 2016 16 
Tabel 2.1 Rekapitulasi Konsep Reputasi Perusahaan 30 
Tabel 2.2 Komparasi Dimensi Variabel Reputasi 32 
Tabel 2.3 Konstruk Indikator dari Dimensi Variabel Reputasi 
Maskapai 
32 
Tabel 2.4 Komparasi Konsep Manajemen Hubungan Pelanggan 33 
Tabel 2.5 Komparasi Dimensi Manajemen Hubungan Pelanggan 38 
Tabel 2.6 Indikator dari Dimensi Variabel Manajemen Hubungan 
Pelanggan 
39 
Tabel 2.7 Komparasi Konsep Price Attractiveness 40 
Tabel 2.8 Komparasi Dimensi Price Attractiveness  41 
Tabel 2.9 Indikator dari Dimensi Variabel Price Attractiveness 42 
Tabel 2.10 Rekapitulasi Konsep Customer Experience 42 
Tabel 2.11 Komparasi Dimensi Customer Experience 43 
Tabel 2.12 Konstruk Indikator dari Dimensi Variabel Customer 
Experience 
44 
Tabel 2.13 Rekapitulasi Konsep Perilaku Loyal Pelanggan 46 
Tabel 2.14  Komparasi Dimensi Perilaku Loyal Pelanggan 47 
Tabel 2.15  Konstruk Indikator dari Dimensi Variabel Perilaku Loyal 
Pelanggan 
48 
Tabel 2.16  Reviu Penelitian tentang Hubungan antara Reputasi 
Maskapai dengan Customer Experience 
48 
Tabel 2.17  Reviu Penelitian tentang Hubungan antara Reputasi 





Tabel 2.19  
Reviu Penelitian tentang Hubungan antara  
Manajemen Hubungan Pelanggan dengan Customer  
Experience 








Yhani Mardani, 2020      
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI x 
PENERBANGAN DI INDONESIA  










Manajemen Hubungan Pelanggan dengan Perilaku Loyal  
Pelanggan 
Reviu Penelitian tentang Hubungan antara Price  
Attractiveness dengan Customer Experience 
Reviu Penelitian tentang Hubungan antara Price  
Attractiveness dengan Perilaku Loyal Pelanggan 
Reviu Penelitian tentang Hubungan antara Customer  
Experience dengan Perilaku Loyal Pelanggan 















Kriteria Validitas dan Reliabilitas Instrumen Penelitian 
Hasil Uji Validitas Instrument (n=30) 
Hasil Uji Reliabilitas Instrument (n=30) 





Tabel 4.1  Uji Model Goodness of Fit 134 
Tabel 4.2  Hasil Model Pengukuran Reputasi Maskapai 137 
Tabel 4.3 Hasil Model Pengukuran Manajemen Hubungan Pelanggan 138 
Tabel 4.4 Hasil Model Pengukuran Price Attractiveness  139 
Tabel 4.5 Hasil Model Pengukuran Customer Experience 140 
Tabel 4.6 Hasil Model Pengukuran Perilaku Loyal Pelanggan 141 
Tabel 4.7 Hasil Pengujian Parsial Reputasi Maskapai, Manajemen 
Hubungan Pelanggan dan Price Attractiveness terhadap 
Customer Experience 
144 
Tabel 4.8 Hasil Pengujian Parsial Reputasi Maskapai, Manajemen 
Hubungan Pelanggan dan Price Attractiveness terhadap 
Perilaku Loyal Pelanggan 
150 
Tabel 4.9 Hasil Pengujian Parsial Customer Experience terhadap 
Perilaku Loyal Pelanggan 
155 
Tabel 4.10 Strategi Peningkatan Perilaku Loyalitas Pelanggan 160 
Tabel 4.11 Prioritas Strategi Pengembangan Customer Experience 161 




Yhani Mardani, 2020      
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI xi 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
Tabel 4.13 Prioritas Strategi Pengembangan Customer Experience 164 
Tabel 4.14 Prioritas Strategi Penentuan Price Attractiveness 165 
Tabel 4.15 Prioritas Strategi Peningkatan Reputasi Maskapai 166 














Yhani Mardani, 2020       
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI xii 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
DAFTAR GAMBAR 
Gambar 1.1  Perkembangan Pangsa Pasar Maskapai Domestik 2017 
dan 2018 
2 
Gambar 1.2 Sepuluh Maskapai Murah Bersaing di ASEAN 3 
Gambar 1.3 Data Penumpang Pesawat Terbang 2018-Januari 2020 4 






Jumlah Kecelakaan Pesawat di Indonesia Tahun 2018 
Accident Rate Indonesia dan Dunia Tahun 2018 





Gambar 2.1 Grand Theory, Middle Range Theory, dan Applied Theory  
Industri Jasa Penerbangan 
21 
Gambar 2.2 Unsur-unsur Reputasi Perusahaan 27 
Gambar 2.3 Predikat Reputasi Perusahaan 29 




Model Paradigma Penelitian 
Paradigma Penelitian 




Gambar 3.2 Kerangka Alur Hubungan Antar Variabel Laten yang  
Diteliti 
94 
Gambar 3.3 Diagram Jalur Hipotesis 1 96 
Gambar 3.4 Diagram Jalur Hipotesis 2 97 
Gambar 3.5 Diagram Jalur Hipotesis 3 98 




Yhani Mardani, 2020        
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI xiii 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
Gambar 3.7 Diagram Jalur Hipotesis 5 100 
Gambar 3.8 Diagram Jalur Hipotesis 6 101 
Gambar 3.9 Diagram Jalur Hipotesis 7 102 
Gambar 4.1 Jumlah Penumpang Lion Air 2015-2017 106 
Gambar 4.2 Destinasi Penerbangan Lion Air 106 
Gambar 4.3 Jiwa Air Asia 109 
Gambar 4.4 Profil Responden Berdasarkan Usia 113 
Gambar 4.5 Profil Responden Berdasarkan Tingkat Pendidikan 114 
Gambar 4.6 Profil Responden Berdasarkan Profesi 114 
Gambar 4.7 Profil Responden Berdasarkan Tujuan Traveling 115 
Gambar 4.8 Nilai Rata-Rata Variabel Penelitian 116 
Gambar 4.9 Nilai Rata-Rata Dimensi Variabel Reputasi  
Maskapai Citilink 
117 
Gambar 4.10 Nilai Rata-Rata Dimensi Variabel Reputasi Maskapai  
AirAsia 
118 
Gambar 4.11 Nilai Rata-Rata Dimensi Variabel Reputasi Maskapai  
Lion Air 
119 
Gambar 4.12 Nilai Rata-Rata Dimensi Variabel Manajemen Hubungan 
Pelanggan Maskapai Citilink 
121 
Gambar 4.13 Nilai Rata-Rata Dimensi Variabel Manajemen Hubungan 
Pelanggan Maskapai AirAsia 
122 
Gambar 4.14 Nilai Rata-Rata Dimensi Variabel Manajemen Hubungan 
Pelanggan Maskapai Lion Air 
123 
Gambar 4.15 Nilai Rata-Rata Dimensi Variabel Price Attractiveness 
Maskapai Lion Air  
124 
Gambar 4.16 Nilai Rata-Rata Dimensi Variabel Price Attractiveness 
Maskapai AirAsia  
125 
Gambar 4.17 Nilai Rata-Rata Dimensi Variabel Price Attractiveness 




Nilai Rata-Rata Dimensi Variabel Customer Experience  
Maskapai Citilink  
127 




Yhani Mardani, 2020        
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI xiv 
PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
Maskapai AirAsia 
Gambar 4.20 Nilai Rata-Rata Dimensi Variabel Customer Experience   
Maskapai Lion Air 
129 
Gambar 4.21 Nilai Rata-Rata Dimensi Variabel Perilaku Loyal  





Nilai Rata-Rata Dimensi Variabel Perilaku Loyal  
Pelanggan Maskapai AirAsia 
Nilai Rata-Rata Dimensi Variabel  Perilaku Loyal  




Gambar 4.24 Model SEM Lengkap (Koefisien Estimasi) 135 
Gambar 4.25 Model SEM Lengkap (t hitung) 136 
Gambar 4.26  Diagram Jalur Reputasi Maskapai, Manajemen  
Hubungan Pelanggan dan Price Attractiveness terhadap 
Customer Experience   
143 
Gambar 4.27 Diagram Jalur Reputasi Maskapai, Manajemen Hubungan 
Pelanggan dan Price Attractiveness terhadap Perilaku 
Loyal Pelanggan   
149 
Gambar 4.28 Diagram Jalur Customer Experience terhadap Perilaku 
Loyal Pelanggan 
154 
Gambar 4.29 Temuan Penelitian 157 
Gambar 4.30 Novelty Penelitian “Model Peningkatan Loyalitas 









Yhani Mardani, 2020         
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu  
DAFTAR LAMPIRAN 
Lampiran 1 Kuesioner 185 
Lampiran 2 
Lampiran 3  
Lampiran 4 
Output Lisrel Airline 
Kompilasi Hasil Reviu Disertasi 






























Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI 177 
PENERBANGAN DI INDONESIA  




Abd-El-Salam, E.M., Shawky, A.Y., & El-Nahas, T. (2013). The impact of 
corporate image and reputation on service quality, customer satisfaction 
and customer loyalty: testing the mediating role.  Case analysis in an 
international service company. The Business & Management Review, 3 (2). 
 
Abu-Alhaija, A.S.,  Yusof, R,N.R., Hashim, H. & Jaharuddin, N.S. (2020). 
Determinants of Customer Loyalty: A Review and Future Directions. 
Australian Journal of Basic and Applied Sciences. 12(7): 106-111 DOI: 
10.22587/ajbas.2018.12.7.17. 
 
Adamson, I,  Chan, KM.  & Handford, D. (2003). Relationship Marketing: 
Customer Commitment and Trust as a Strategy for the Smaller Hong Kong 
Corporate Banking Sector. International Journal of Bank 
Marketing, 21(6/7): 347-358. DOI: 10.1108/02652320310498492. 
Allen, I.E. & Seaman, C.A. (2007) Likert Scales and Data Analyses. Quality 
Progress, 40 : 64-65. 
 
Argenti, P.A. &  Druckenmiller, B. (2004). Reputation and the Corporate Brand. 
Corporate Reputation Review, 6(4)  : 368-374. 
Ariffin, A.A.M., Nameghi, E.N. &  Khakizadeh, A. (2013). The Relationship 
between Airlines' Corporate Image and the Expectation toward Inflight 
Hospitality Services.  Academic Journal of Interdisciplinary Studies, 
2(11). 
Barker, C., Pistrang, N. & Elliott, R. (2002). Research Methods in Clinical 
Psychology:   An Introduction for Students And Practitioners. 2nd. 
England:  John Wiley & Sons, Ltd. 
Benner, J. (2010). The airline customer loyalty model. Thesis pada Copenhagen. 
Business School. 
 
Bollen, K. A., & Long, J. S. (Eds.). (1993). Testing Structural Equation Models. 
Sage focus editions, Vol. 154. Sage Publications. 
Bolton, R. N., Gustafsson, A., McColl-Kennedy, J., Sirianni, N. J., & Tse, D. K. 
(2014). Small details that make big differences: A radical approach to 
consumption experience as a firm’s differentiating strategy. Journal of 





Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
 Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu   
Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What 
Is It? How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 
73(3), 52–68. https://doi.org/10.1509/jmkg.73.3.52 
 
Buttle, F. (2004). Customer Relationship Management: Conceps and Tools. 
Oxford: Elsevier Butterworth-Heinemann.  
 
Chopra, K.  & Chanda, R. (2019). Customer Experience Management in Airline 
Industry. Sixteenth AIMS International Conference on Management. 526-
530. 
Cohen, L., Manion, L. & Morrison, K. (2007). Research Method in Education 
Sixth Edition. London and New York: Taylor and Francis Group. 
 
Çolakoğlu, O.E. (2013). The Effect Of Frequent Flyer Programs On Customer 
Loyalty. The international Journal of Social Sciences, 12(1).  
 
Creswell, J.W. (2010). Research Design : Pendekatan kualitatif, Kuantitatif, dan 
mixed, Cet. Ketiga. Pustaka Pelajar, Yogyakarta. 
Creswell, J.W. (2013). Research Design: Qualitative, Quantitative, and Mixed 
Methods. Sage. 
 
De Wulf, K, Oderken, G. & Lacobucci, D. (2001).  Investement in Consumer 
Relatinship : A cross-Country and Cross-Industry Exploration. Journal Of 
Marketing, 65 : 33-50. 
 
Donaldson, B. & O’Toole, T. (2002). Strategic Market Relationships: From 
Strategy to Implementation. UK:  John Willey & Sons. 
 
Dunn-Rankin, P. (1983). Scalling Methods. L Erlbaum. University of Michigan. 
 
Dyche, J. (2004). The Customer Relationship Management Handbook. Seventh 
Edition. USA: Addison Wesley. 
 
Ferdinand, A. (2014). Metode Penelitian Manajemen. Semarang: BP Universitas. 
Diponegoro. 
 
Ferdinand, A.  (2006). Metode Penelitian Manajemen. Semarang: Badan. Penerbit 
Universitas Diponegoro. 
 
Fombrun, C., 2001, The Reputational Landscape. Corporate Reputation Review. 
Volume 1 Number 1 and 2. 
179 
 
Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
 Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu   
Fombrun, C. J., Gardberg, N. A. & Sever, J. M. (2000). The Reputation 
Quotient™: A multi-stakeholder measure of corporate reputation. The 
Journal of Brand management, 7(4): 241-255. 
Gomez, B.G., Arranz, A.G. & Cillan, J.G. (2006). The role of loyalty programs in 
behavioral and affective royalty. Journal of Consumer Marketing, 23(7). 
 
Geraldine, O. & David U.C. (2013). Effects of airline service quality on airline 
image and passengers’ loyalty: Findings from Arik Air Nigeria passengers. 
Journal of Hospitality and Management Tourism, 4(2) : 19-28. 
 
Ghahfarokhi,  AD & Zakaria, M.S. (2009). The Impact of CRM on Customer 
Retention in Malaysia. IEEE Xplore Conference: Electrical Engineering 
and Informatics, 2009. ICEEI '09. International Conference on, Volume: 
02. DOI: 10.1109/ICEEI.2009.5254722. 
 
Ghozali, I. & Fuad (2005). Structural Equation Modeling: Teori, Konsep, dan 
Aplikasi dengan Program LISREL. Semarang:  Badan Penerbit Undip. 
 
Griffin, J. (2002). Customer Loyalty: How to Earn It, How to Keep It. New and 
Revised  Edition. Kentucky: McGraw-Hill. 
 
Gummeson, E. (2002). Total Relationship Marketing: Marketing Strategy Moving 
from the 4Ps of Traditional Marketing Management to the 30Rs of a new 
Paradigm. Butterworth Heinemann: London, England. 
 
Hair, JR.,  Anderson, J.F, Tatham, R.E. &  Black, W.C. (1998). Multivariat Data 
Analysis. Prentice Hall International, Inc. 
Haynes, S.N., Richard, D.C. &  Kubany, E.S. (1995). Content Validity in 
Psychological Assessment:  A Functional Approach to Concepts and 
Methods. Journal of American Psychological Association,  7(3) : 238-24. 
 
Helkkula, A., Kelleher, C. & Pihlstrom, M. (2012). Characterizing value as an 
experience: implications for researchers and managers. Journal of Service 
Research, 15(1) : 59-75. 
https://blog.airpaz.com/id/perbedaan-low-cost-carrier-dan-full-service-airline/, 








Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
 Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu   
Kandampully, J. & Suhartanto, D. (2000). Customer Loyalty in the Hotel 
Industry: The role of customer satisfaction and image.  International 
Journal of contemporary Hospitality Management, 346-351. 
Kanto, D.S., de Run, E.C. Md Isa, AB. (2015). The Reputation Quotient as a 
Corporate Reputation Measurement in the Malaysian banking Industry: A 
Confirmatory Factor Analysis. Procedia-Social and Behavioral Sciences 
219: 409-415. 
 
Karami, S., Soltanpanah, H. & Rahmani, M. (2013) The Relationship Between 
Corporate Reputation And Organizational Citizenship Behavior In Private 
Banks City Of Sanandaj In Iran. Interdisciplinary Journal of 
Contemporary Research In Business, 5(3)  : 713-725 
Kelloway, E. K. (1998). Using LISREL for structural equation modeling: A 
researcher's guide. Sage Publications. 
 
Khraim, H.S. (2013). Airline Image and Service Quality Effects on Traveling 
Customers’ Behavioral Intentions in Jordan. European Journal of Business 
and Management, 5(22) : 20-33. 
Kompas.com, "28 Desember 2014, Air Asia QZ8501 Hilang dan Jatuh di Selat 
Karimata",  diakses dari  
https://www.kompas.com/tren/read/2019/12/28/095010265/28-desember-
2014-air-asia-qz8501-hilang-dan-jatuh-di-selat-karimata. 
Kompas.com, "Investigasi Usai, Begini Kronologi Kecelakaan Pesawat Lion Air 
Menurut KNKT",  diakses dari 
https://money.kompas.com/read/2019/10/25/205636026/investigasi-usai-
begini-kronologi-kecelakaan-pesawat-lion-air-menurut-knkt?page=all 
Kotler, P., Bowen,  J.T., Makens, J.C. (2010).  Marketing for Hospitality and 
Tourism. New Jersey: Prentice Hall. 
 
Kotler, P. & Keller, K.L. (2016). Marketing Management. Global edition. Boston: 
Pearson 
Kuusik, A. (2007).  Affecting Customer  Loyalty : Do different factors Have 
Various Influences In different Loyalty Levels. Tartu University Perss No 
366. 
Law, C. (2017). The Study of Customer Relationship Management in Thai Airline 
Industry: A Case of Thai Travelers in Thailand.  JAIRM, 7(1) : 13-42. 
181 
 
Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
 Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu   
 
Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience 
Throughout the Customer Journey. Journal of Marketing, 80(6), 69–96. 
https://doi.org/10.1509/jm.15.0420. 
 
Lewis, R.J. (1999). Reliability and Validity:  Meaning and Measurement. 
Department of Emergency Medicine  Harbor-UCLA Medical Center. 
Lovelock, C. & Gummesson, E. (2011). Whither Services Marketing?: In Search 
of a New Paradigm and Fresh Perspectives. Journal of Service Research,  
7(1) : 20-41. 
Lovelock, C & Wirtz, J. (2011). Services Marketing: People, Technology, 
Strategy. Boston: pearson. 
Malhotra, N.K. (2010). Marketing Research : an Applied Orientation. 6th edition. 
New Jersey : Pearson Education Inc. 
Malhotra, M.K. (2012). Operations Management,10th Edition. USA: Pearson. 
Mantey, N.O. & Naidoo, V. (2017). Interplay between air passengers’ service 
quality, satisfaction, loyalty and loyalty programmes in South African 
owned airlines.  Acta Commercii - Independent Research Journal in the 
Management Sciences. 
 
Mardani, Y.,  Hurriyati, R,  Gaffar, V. &, Disman. (2019). Analysis of Customer 
Value of the Aviation Service on Indonesia. International Journal of 
Advanced Science and Tehcnology. 
 
Mardani, Y.,  Hurriyati, R,  Gaffar, V. &, Disman. (2020a). The Influence of 
Service Quality and Tariff on the Passenger Share of Indonesian Airlines  
(Low-Cost Carrier Aviation). International Journal of Advanced Science 
and Technology Vol. 29, No. 6, pp. 3653 - 3658. 
 
 
Mardani, Y.,  Hurriyati, R,  Gaffar, V. &, Disman. (2020b). The Influence Of 
Reputation And Customer Relationship Management (CRM) Towards the 
Competitive Advantage of Airlines In Indonesia. Advances in Business, 
Management and Entreprenuership. Taylor & Francis Group. London. 
ISBN 978-0-367-27176. 
 
Martono, K.,  Marina, S. & Wardana, A. (2016). Domestic Air Transport 
Regulation in Indonesia. Jurnal Manajemen Transportasi & Logistik, 3(1). 
182 
 
Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
 Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu   
Mashingaidze, S. (2014). Customer Experience Management: New Game 
Strategy for competitiveness. Journal of Governance and regulation, 3(3) : 
52-60. 
McColl-Kennedy, J.R.,  Gustafsson, A., Jaakkola, E., Klaus, P., dkk (2015). Fresh 
perspectives on customer experience.  Journal of Services Marketing, 29 
(6/7) : 430-435. https://doi.org/10.1108/JSM-01-2015-0054 
McDaniel, C. & Gates, R. (2015). Marketing Research. Wiley. 
Narayan, J. (2009). Role of CRM in Life Insurance Business. IRDA Journal 
Yogakshema, 7(4). 
 
Nazir, M. (1998). Metode Penelitian. Jakarta: Ghalia Indonesia. 
Newell, F. (2000). Loyalty. com: Customer Relationship Management in the New 
Era of Internet Marketing. USA. McGraw Hill. 
 
Nitbani, P. (2017). Kepuasan Pelanggan Jadi Ukuran Reputasi Perusahaan. 
 
Otubanjo, O. & Chen, C.X. (2011). The Meaning of Corporate Reputation: A 
Functional and semiological Analysis. Working Paper, Electronic copy 
available at: http://ssrn.com/abstract=1788771. 
 
Ou, WM., Chen, CY., Shih, CM., Wang, KC. (2011). Relationships among 
customer loyalty programs, service quality, relationship quality and 
loyalty: An empirical study. Chinese Management Studies, 5(2) : 194-206.  
DOI: 10.1108/17506141111142825. 
 
Park, J-W.,  Choi, Y-J. Moon, W-C. (2014). Investigating the effects of sales 
promotions on customer behavioral intentions at duty-free shops: An 
Incheon International Airport case study. Journal of Airline and Airport 
Management, 3(1) :  18-30. 
 
Pearce, J. A. II &  Robinson, Jr. R.B. (2015). Strategic Management: Planning for 
Domestic & Global Competition. International Edition. New York: 
McGraw Hill. 
 
Schmitt, B., Brakus, J. J. &  Zarantonello, L. (2015). From experiential 
psychology to consumer experience. Journal of Consumer Psychology, 
25(6): 166-171. 
 
Parise, S., Guinan, P. J., & Kafka, R. (2016). Solving the crisis of immediacy: 
How digital technology can transform the customer experience. Business 




Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
 Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu   
Saunders, M., Lewis, P. and Thornhill, A. (2006). Research Methods for Business 
Students. Third Edition. USA: Prentice-Hall, Financial Times Press. 
 
Schiffman, L., Kanuk, L.L. &  Wisenblit, J. (2013). Consumer Behavior. 
Singapore:  Prentice Hall. 
 
Sekaran, U. & Bougie, R. (2013). Edisi 5, Research Methods for Business: A 
skill. Building Approach. New York: John wiley@Sons. 
 
Seo, E-J & Park, J-W. (2017). A Study on the Impact of Airline Corporate 
Reputation on Brand Loyalty. International Business Research, 10(1) : 59-
67. 
 
Sekaran, U. & Bougie, R.J. (2016). Research Methods for Business: A Skill-
Building Approach. New York: Wiley. 
Shaw, S. (2007) Airline Marketing and Management, 6e. UK:Ashgate Publishing. 
 
Sihite, J.,  Harun, T.W. & Nugroho, A. (2014). The Low Cost Airline Consumer 
Price Sensitivity. An Investigation on The Mediating Role of Promotion 
and Trust in Brand. International Research Journal of Business Studies,  
7(03) :  119-211. 
 
Sitinjak, TJR & Sugiarto (2006). Lisrel. Yogyakarta: Penerbit Graha Buku. 
Suki, N.M.  (2014). Passenger Satisfaction with Airline Service Quality in 
Malaysia: A Structural Equation Modeling Approach. Research in 
Transportation Business and Management 10 . DOI: 
10.1016/j.rtbm.2014.04.001. 
 
Sweeney,  JC. & Webb, DA. (2007). How functional, psychological, and social 
relationship benefits influence individual and firm commitment to the 
relationship. Journal of Business & Industrial Marketing. 
 
Solomon, MR.,  Marshall, GW.,  Stuart, E.W. (2012). Marketing: Real People, 
Real Choices. Boston: Pearson. 
Terblanche, N.S. (2010). Customers’ Perceived Benefits of a Frequent-Flyer 
Program. Journal of Travel & Tourism Marketing, 32(3). 
Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & 
Schlesinger, L. A. (2009). Customer Experience Creation: Determinants, 
Dynamics and Management Strategies. Journal of Retailing, 85(1), 31–41. 
https://doi.org/10.1016/j.jretai.2008.11.001. 
 
Walizer, M. (1987). Metode dan Analisis Penelitian. Jakarta: Erlangga. 
184 
 
Yhani Mardani, 2020          
MODEL PERILAKU LOYAL PELANGGAN MASKAPAI PENERBANGAN DI INDONESIA  
 Universitas Pendidikan Indonesia  repository.upi.edu  perpustakaan.upi.edu   
Walker, K. (2010). A Systematic Review of the Corporate Reputation Literature: 
Definition, Measurement, and Theory.  Corporate Reputation Review, 
12(4). DOI: 10.1057/crr.2009.26. 
 
Wensveen, J. G. (2006). Air Transportation : A Management Perspective. 6th ed. 
Ashgate Publishing Limited Ashgate Publishing Company. 
 
Wereda, W. & Grzybowska, M. (2016). Customer Experience – Does It Matter? 
Modern Management Review. MMR,  21(23) : 199-207. 
Winer, R.S. (2004). Customer Relationship Management on the Web. Wiley. 
https://doi.org./10.1002/047148296X.tie029. 
 
Yang; K-C.,  Hsieh, T-C., Li, H. & Yang, C. (2012). Assessing How Service 
Quality, Airline Image and Customer Value Affect the Intentions of 
Passengers Regarding Low Cost Carriers. Journal of Air Transport 
Management, 20: 52e53 . 
Zeithaml, V.E. & Bitner, M.J. (2000). Service Marketing: Integrating Customer 
Focus Across the Firm. 2nd edition. New York NY: McGraw Hill 
Companies Inc. 
Zeithaml, V.A., Bitner, M.J., Gremler, D.D. (2009). Service Marketing: 
Integrating Customer Focus Across The Firm. New York NY: McGraw-
Hill/Irwin. 
Zeithaml, V.A., Bitner, M.J. Gremler. D.D. (2013). Services Marketing: 
Integrating Customer Focus Across the Firm 6 th ed. Boston: Mc.Graw-
Hill.  
Zikmund, W.G., Mcleod, R., Jr. Gilbert, F W. (2003). Customer Relationship 
Management: Integrating Marketing Strategy and information technology. 
Hoboken, N.J. Wiley. 179P. 
 
 
 
 
 
 
 
 
 
 
 
 
 
